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Penelitian ini bertujuan untuk menganalisis pengaruh Brand 
Personalitydan Brand experienceterhadap Consumer Loyalty melalui Consumer 
Satisfaction padapelanggan ZARAdi Surabaya.  
Teknik dalam pengambilan sampel yang digunakan adalah non-probability 
sampling dengan cara purposive sampling. Jumlah sampel yang digunakan dalam 
penelitian ini adalah 160 sampel. Persyaratan menjadi responden dalam penelitian 
ini adalah responden yang pernah berkunjung dan berbelanja di ZARA Surabaya. 
Data dikumpulkan menggunakan kuesioner secara online dengan menggunakan 
google form. Teknik analisis data yang digunakan dalam penelitian ini ialah 
menggunakan  analisis SEM dengan program LISREL.   
Hasil penelitian memunjukan bahwa Brand Personality berpengaruh 
positif dan signifikan terhadap Consumer Satisfaction, Brand Experience 
berpengaruh positif dan signifikan terhadap Consumer Satisfaction, Consumer 
Satisfaction berpengaruh positif dan signifikan terhadap Consumer Loyalty, Brand 
Personality berpengaruh positif dan signifikan terhadap Consumer Loyaltymelalui 
Consumer Satisfaction, BrandExperience berpengaruh positif dan signifikan 
terhadap Customer Loyalty melalui Consumer Satisfaction. 
Saran untuk ZARA di Surabaya agar lebih memperhatikan dalam 
meningkatkan kepuasan pelanggan. Hal ini dapat dilakukan dengan cara menjaga 
kualitas produk seperti bahan yang digunakan lalu memberikan pelayanan baik 
kemudahan informasi ataupun kesopanan dari karyawan dan menciptakan produk-
produk unggulan dengan harga yang sesuai dengan produk tersebut 
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THE EFFECT OF BRAND PERSONALITY AND BRAN EXPERIENCE 
ON CONSUMER LOYALTY THROUGH CONSUMER  





This study aimed to analyze the effect of Brand Personality and Brand 
Experience on Consumer Loyalty through Consumer Satisfaction toZARA 
customersin Surabaya.  
The sampling technique used was non-probability sampling by purposive 
sampling. The number of samples used in this study were 160 samples. 
Requirements to be respondents in this study were respondents who had visited 
and shopped at ZARA Surabaya. Data were collected using an online 
questionnaire using Google Forms. Data analysis technique used in this study is to 
use SEM analysis with the LISREL program. 
The results showed that Brand Personality had a positive and significant 
effect on Consumer Satisfaction, Brand Experience had a positive and significant 
effect on Consumer Satisfaction, Consumer Satisfaction had a positive and 
significant effect on Consumer Loyalty, Brand Personality had a positive and 
significant effect on Consumer Loyalty through Consumer Satisfaction, Brand 
Experience had a positive effect. positive and significant impact on Customer 
Loyalty through Consumer Satisfaction. 
Suggestions for ZARA in Surabaya to pay more attention to customer 
satisfaction. This can be done by maintaining product quality such as materials 
used and then providing information convenience or courtesy from employees and 
creating superior products at prices that match those products. 
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